Salesperson/Customer Characteristics
Early studies found age (Kirchner, McElwain, and Dunnette 1960; Weaver 1969), education (Weaver 1969) , intelligence (Ghiselli 1973; Miner 1962) , and empathy (Greenberg and Mayer 1964) to be related significantly to salesperson performance. Evans (1963) 
Communication Content
Several studies have compared the persuasiveness of one type of sales message (or strategy) with that of another: a product versus a personal presentation (Farley and Swinth 1967) , an expertise versus a "product-experience" similarity presentation (Brock 1965 ), a "product-experience" similarity versus nonsimilarity presentation, and an expertise versus non-expertise presentation (Woodside and Davenport 1974) .
Content analysis also has been used to study customersalesperson interactions. Willett and Pennington (1966) used Bales' (1950) interaction categories to analyze interactions between customers and salespeople in an appliance store. Three fourths of their communications were devoted to defining issues and problems. Pennington (1968) further analyzed the content and isolated types of "bargaining behavior" that appeared to affect the likelihood of purchase: frequency of direct offers, frequency of attempts to change concession limits, and frequency of commitment to concession limits. Using these same categories, Taylor and Woodside (1978) analyzed the interactions between insurance salespeople and their customers and also found that the use of these bargaining techniques increased the probability of a sale. "Content" is the most explicit element of persuasive communication; as a result, several customer-salesperson studies have focused on this element. However, the relationship of "content" to the other elements has not been examined.
Communication Code
Though most language (code) research has been conducted in contexts other than personal selling settings, many of the issues are relevant to the personal sales presentation. For example, the questions of primacy/recency and two-sided versus one-sided arguments (Hovland Nonverbal communication, including body movements (e.g., gestures, eye movements), voice qualities (e.g., pitch, rate, volume), and physical distance between communicators, is an important aspect of any kind of interpersonal communication. Mehrabian (1969) found that only 7% of a message effect is carried by words, the remainder being nonverbal. Hulbert and Capon (1972) Though the match between product-related utilities that the customer desires and the seller offers (Sheth 1976 ) is an important determinant of the sales outcome, the intent of our study is to focus on the style variable and its impact on sales.
Sheth's conceptualization of customer-salesperson communication style is based on a framework of leadership style suggested by Bass (1960 Bass ( , 1967 Sheth (1976) proposed that buyers and sellers also can be categorized according to their task, self, and interaction orientations. Drawing on a framework of leadership styles is conceptually consistent in that both leadership and personal selling are influence processes. Additionally, some theoretical support for these style dimensions is provided by the Blake and Mouton (1980) sales and customer grids. Both grids depict two orientations, concern for the sale and concern for the other person (customer or salesperson). Blake and Mouton represent each salesperson and customer on the respective grids according to the extent to which they are sale oriented and customer or salesperson oriented. They describe the salesperson who is only sale oriented as one who takes charge of the customer, puts on the hard sell, and applies whatever pressure it takes to get the sale. The salesperson with predominant concern for the customer is described as wanting to understand the customer and to respond to his or her feelings and interests so that the customer will like him. These dimensions parallel Bass' task and interaction orientations. Additionally, a salesperson who has low concern for the sale and low concern for the customer may be a person who is, in Bass' framework, self oriented.
Some empirical support for these dimensions is provided in a study of influence strategies used by salespeople (Spiro and Perreault 1979). The study found that some salespeople use primarily expertise and legitimate strategies, others rely on referent and ingratiation strategies, and some do not use any of these strategies. A task-oriented communication style would relate to expertise and legitimate influence attempts, whereas an interaction style would support referent and ingratiation in-fluence attempts. The self orientation may be that of aThe expectation is that salespeople (H1) with greater task and interaction orientations will have greater sales and that customers (H2) with greater task orientations will have more purchases. Consistent with the Blake and Mouton (1980) sales grid, combinations (H3) of interaction-oriented customers and interaction-or task-oriented salespeople are expected to lead to greater sales than other combinations. In fact, other combinations are expected to be ineffective and/or to detract from sales.
METHODS

Sample and Data Collection
Data for the study were collected from the sales transactions of all (13) of the sporting goods stores in a major city in the Southeast. The data were collected during the month of April on different days of the week and during different store hours. All of the salespeople for each store participated. The customer could approach any available salesperson and vice versa. An attempt was made to ask every customer who spoke with a salesperson to participate, and was successful except during a few very busy hours when it was necessary to omit a few customers randomly. The customer was approached just outside the store. Ninety percent of the customers who were asked agreed to participate. If the customer did not participate, the salesperson was not given the questionnaire for that particular transaction. If the customer agreed, the salesperson completed a questionnaire before helping another customer. When the salesperson and the customer had completed their questionnaires, a different salesperson and corresponding customer became the next subjects. The sample consisted of a total of 251 customer-salesperson interactions, based on reports from 64 salespeople and 251 customers. Each salesperson typically completed questionnaires for a maximum of four different customer transactions. This limit was used to minimize the salesperson's learning effect as well as to ensure a variety of salespeople.
The salesperson's questionnaire consisted of Likert scale items on a 5-point scale from strongly agree to strongly disagree, measuring his opinion of the customer's communication style and the dollar amount of the sale; the customer's questionnaire had similar scale items evaluating the salesperson's style. The items for the different styles were intermingled randomly on the questionnaire and some items were worded negatively to reduce acquiescence bias.
Scale Development and Reliability
The scale items developed to measure the three communication styles (see Appendix) directly reflect the dimensions of each orientation described by Bass (1960 Bass ( , 1967 Bass ( , 1977 . These items were developed to be more specific to the sales interaction context than those from the more general Bass orientation inventory. Importantly, these items measure each person's perception of the other's style, whereas the orientation inventory is a self-perception measure. Most studies of salesperson and/ or customer behavior have used self-report measures. However, it is the salesperson's and customer's perceptions of one another that shape their interaction; therefore, these perceptions of one another were measured.
The items for each scale (1) were significantly and positively intercorrelated, (2) were correlated significantly with the appropiiate overall scale but not with other scales, and (3) increased the reliability (Cronbach's alpha, 1951) of that scale. Several items that did not meet these criteria were eliminated. The final scale reliabilities, means, and standard deviations are reported in Table 1. Factor analysis was used to confirm the intended (Table 2) were examined to validate that the scales' measures are independent. As seen in Table 2 , .18 is the highest correlation between a customer scale and salesperson scale. The correlations between the task, self, and interaction scales for both the salesperson and customer indicate that these are independent measures. Also, the average variability within the customers' perceptions of the same salesperson is less than the variability of the customers' perceptions across all salespeople. This finding suggests the scales are measuring individual differences in communication style. Finally, to examine post-interaction bias, the scale means for buying and nonbuying customers were examined. There are no significant differences in the buying and nonbuying customers' ratings of the salespeople and no significant differences in the salespeople's ratings of buying and nonbuying customers. This finding indicates that the measurement procedure is not biased by a satisfactory or less than satisfactory purchase, strengthening the validity of the scales for measuring communication style.
Statistical Procedures
The following regression model is estimated to explain the variance in sales that can be attributed to the salesperson's communication style, the customer's style, and the interaction of the two. 
RESULTS
The full and reduced regression models are presented in Table 3 and the tests for the difference in the explained variance between the full and reduced models are shown in Table 4 . The equations for the reduced salesperson and customer models are significant and therefore the first two null hypotheses are rejected. There are significant differences in the amount of sales among salespeople and customers exhibiting different communication styles. However, as reflected in Table 4, scores. This finding is expected given the low R2 of the reduced salesperson model. The conclusion is that the reduced model of only customer orientation scores is a better predictor of sales variations than either the sales- 
